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During recent years, the global digital transformation has led to changes in the advertising industry, 

where advertisers use new strategies to reach customers to advertise their products and services. 

Online behavioral advertising emerged as a new advertising process, which allowed companies to 

collect and use online behavior to create tailored personalized advertisements. Online behavioral 

advertising has led to privacy concerns. The purpose of this study is to examine the viewpoint on 

online behavioral advertising for students in Sweden. By reviewing previous literature on the 

subject of online behavioral advertising this study constructed statements that examined the attitude 

of students in Sweden on privacy concerns, privacy violations, advertising avoidance as well as 

advertising acceptance. This study examined this by sending out an online questionnaire to a sample 

of students attending LTU (Luleå University of Technology). By analyzing the empirical findings 

this study found that students are somewhat indifferent about statements on online behavioral 

advertising. They are somewhat concerned about their privacy but not as intensely as previous 

research would suggest. Students at LTU are also indifferent about avoiding these types of 

advertisements. Concerning advertising acceptance, students at LTU are somewhat indifferent and 

tilted towards disagreement regardless of how the argument is framed for allowing behavioral 

tracking. 
 
Keywords: Online behavioral advertising, privacy concern, privacy violation, advertising 

avoidance, advertising acceptance, students, advertising, privacy 
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1. INTRODUCTION 
 
This chapter begins with explaining the concept of online marketing and the usage of 

personalized advertising online. The introduction is followed with a problem discussion that 

establishes the research gap. Finally, the overall purpose is stated as well as the research 

question. 
 
 
 
 
In the past decade, marketing practitioners and academics have experienced a major 

transformation in marketing. In addition, digital media platforms have opened up new ways for 

companies to advertise and sell products and services (Lamberton & Stephen, 2016). 

Advertising is now moving from traditional media towards new various types of online 

advertising, as the internet is regarded as a better tool for communication, due to its diversity 

and superiority for targeting customers (Wergin & Muller, 2012). The proliferation of the 

internet has also resulted in increased product information available online so that customers 

can make more efficient price and product comparisons (Chong, Ch’ng, Liu & Li, 2015). As 

stated by Verma, Sharma & Sheth (2016), the growth of consumer’s access to the web enables 

them to make purchases with their online electronic devices. 

 
According to Bassano, Gaeta, Piciocchi & Spohrer (2017) a new culture of online services has 

created a communication and advertising environment that changed how marketing processes 

are operated, utilized and implemented. Companies are therefore quickly recognizing the need 

for persuasive online offers in order to attract potential customers (Bassano et al., 2017). Online 

retailers are therefore enthusiastic to cooperate with social networks and publishers (e.g. 

Yahoo, Google) to collect and utilize consumer data for targeted advertisements (Aguirre, 

Mahr, Grewal, de Ruyter, Wetzels, 2015). 

 
This cooperation between retailers and online platforms, like Google and Yahoo, aims to increase 

the effectiveness of advertising campaigns (Bleier & Eisenbeiss, 2015). In order to utilize targeted 

advertisements, companies rely on consumer data and personal information (Boerman, 

Kruikemeier & Borgesius, 2017). Personal information is a form of consumer data and it is used 

by advertisers to personalize advertisements (Tucker, 2014). Pavlou (2011) defines personal 

information as data concerning demographics such as age, income, gender, family 
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relations, hobbies, living area, purchasing- and behavioral patterns. Closely related to personal 

information, Lamberton & Stephen (2016) introduce personalized digital advertising, where 

personal information is extracted from online behavior and social media profiles. 

 
According to Boerman et al. (2017), monitoring individual online behavior and using it to 

create targeted advertisements is referred as online behavioral advertising (OBA). Online 

behavior includes factors such as previous search histories, web browsing data, online 

purchases, media consumption data (videos watched) and communication content (Boerman et 

al., 2017). Online behavioral advertising has been associated with several benefits, such as 

improving brand awareness, enhancing ad-credibility and reducing customer’s resistance 

against advertisements (Bleier and Eisenbeiss, 2015). Behavioral patterns in the context of 

online behavioral advertising refers to, for example, what websites users visit, their activity on 

those websites and how long they stay logged on (Ham, 2016). Online patterns can also be 

targeted based on the keywords users search for in search engines (Chen & Stallaert, 2014). 

Targeted advertising is not always personal, sometimes advertisements are sent to a subset of 

consumer groups based on similar profiles or their shared geographical location (Baek & 

Morimoto, 2013). 

 
The collection of data through OBA is usually undertaken by installing ‘cookies’ (i.e. small text 

files that tracks user behavior) on the web-browsers of user’s devices, such as on computers or 

smartphones (Smit, Van Noort and Voorveld, 2014). Cookies are sometimes misunderstood and 

consumers are confused by what they are or how they are used (McDonald & Cranor, 2009). By 

collecting and analyzing the data, marketers can then predict customer’s interests and preferences 

resulting in tailored and precise advertisements for current and prospective consumers (Ham, 

2016). However, consumers in the United States are wary of targeted online advertising; two thirds 

of adults reject this type of advertising that is based on personal information (Schumann, von 

Wangenheim, Groene, 2014). Although consumers may find personalized advertisements more 

appealing and personally relevant, they may dislike it if they feel like their privacy has been 

violated (Tucker 2014). 

 
    

 
 
 
 
 
  

2



                                 
 
 
 
Personalized marketing has created concern among consumers regarding their privacy since 

marketers’ track, store and analyze detailed information about their browsing activities (Bleier & 

Eisenbeiss, 2015). Using customer data for personalized marketing can be perceived as 

illegitimate when information about the customers have been acquired without their awareness 

(Aguirre et al., 2015). Unfavorable responses are based on the notion that consumers feel 

manipulated and deprived of their freedom of choice when exposed to personalized marketing 

(Bleier and Eisenbeiss, 2015). Personalized advertisements make consumers feel discomfort 

because they realize their personal data has been collected without their consent (Aguirre et al., 

2015). 
 
Advertisement characteristics determine the effectiveness of OBA; however, the effectiveness 

is also determined by the perceptions consumers hold about the phenomena (Tucker, 2014; 

Aguirre et al., 2015; Bleier & Eisenbeiss, 2015). Central to consumer perceptions of OBA are 

privacy concerns, different levels of personalization in targeted advertisements and how trust 

moderates these privacy concerns and shape consumers acceptance of OBA (Tucker 2014; 

Aguirre et al., 2015; Bleier & Eisenbeiss, 2015). 
 
Research has also been made on the outcomes of OBA. Tucker (2014) measured click-through 

intentions and click-through rates based on interests and education level. Bleier & Eisenbeiss 

(2015) measured the same effects but in a retail setting with different personalized banners. 

Aguirre et al. (2015) examined how different levels of personalization in targeted 

advertisements affect click-through rates. Research has also been done on OBA acceptance and 

resistance. Baek & Morimoto (2012) researched ad avoidance and found that ad irritation and 

privacy concerns both increase ad skepticism, which results in ad avoidance. Ham (2016) 

researched ad avoidance in relation to the perceived persuasion tactics of OBA. Acceptance of 

OBA has also been researched, Schumann, Von Wangenheim & Groene (2014) compared 

consumer responses to different arguments for data collection. Their finding was that a 

reciprocity argument led to greater acceptance compared to a relevance argument. Research on 

this topic has been conducted outside of Sweden, but since no precious study has focused on 

Swedish students, this study will aim to provide a deeper understanding for what students in 

Sweden’s perception of OBA is. 
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Smit et al. (2013) researched how the perception of online behavioral advertising relates to 

consumers knowledge about OBA, their coping behavior and privacy concerns. However, Smit et 

al. (2013) did not examine this from the perspective of students. In general, consumers lack relevant 

knowledge about OBA but are still concerned about how personal information is collected and used 

online (Boerman et al., 2017). Responses to OBA depend on consumer characteristics, individuals 

with low levels of privacy concerns tend to be more positive to OBA (ibid). Since students are 

largely the most active internet user group (Ham, 2016) it will be interesting to examine their 

viewpoint on the phenomena and whether they are concerned about their privacy in this 

context. This thesis will therefore focus on students in Sweden and examine their viewpoint on 

OBA. Specifically, by examining their viewpoint on privacy concerns, privacy violations and 

advertising avoidance in relation to OBA. For advertisement acceptance, current research 

examined the effectiveness of how companies frame the argument for relinquishing personal 

information in exchange for accepting online behavioral advertising under different website 

characteristics (Schumann et al., 2014). This thesis will therefore also examine students’ 

viewpoint on criteria for acceptable OBA. 

 

 

 

The purpose of this study is to examine the viewpoints of students in Sweden have about OBA. 

Specifically regarding privacy concerns, privacy violations, advertising avoidance as well as 

examining their perspective on criteria of acceptable OBA. This thesis will focus on students 

in Sweden since there has been no previous research in that area. With consideration to the 

above, our research questions: 

 
RQ1: What is the viewpoints of students in Sweden on privacy concerns and privacy violations 

on the subject of OBA?  
 
RQ2: What is the viewpoints of students in Sweden on advertising acceptance and advertising 

avoidance on the subject of OBA? 
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This thesis will consist of six chapters, as seen in Figure 1. The first chapter will introduce the 

reader to the thesis subject, its purpose and research question. The second chapter will consist 

of a literature review and an explanation of its theoretical framework. In the third chapter, the 

methodology of the study will be presented. The fourth chapter will cover data presentation 

and analysis and the fifth chapter will consist of a discussion on findings, theoretical 

implications and suggestions for further research. 
 

 
 

Figure 1: Overview of Thesis 
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2. LITERATURE REVIEW 
 
In this chapter, relevant literature and theories are presented that are connected to our 

research purpose. The literature review presents previous research on the subject of online 

behavioral advertising. 
 
 
 
 
 
 
According to Boerman et al (2017), online behavioral advertising differs from generic online 

advertising in the sense that OBA strives for personal relevance. Online behavioral advertising has 

several synonyms such as behavioral targeting and online profiling (Boerman et al., 2017). Smit et 

al. (2013) define OBA as a “technology driven advertising personalization method that enables 

advertisers to deliver highly relevant advertisement messages to individuals”. Ham (2017) define 

OBA as a broad set of activities that companies engage in to extract information about online 

activity such as what websites visited. This study will use the definition of OBA used by Boerman 

et al. (2017): “the practice of monitoring people’s online behavior and using the collected 

information to show people individually targeted advertising”. 

 
Online behavioral advertising is a form of advertising that is used to collect data about people's 

online surfing behavior (Smit et al., 2013). As previously mentioned, online behavior 

constitutes several factors such as previous search histories, web browsing data, online 

purchases, media consumption data (videos watched), click through responses to online 

advertisement and communication content (Boerman et al., 2017). This data is collected by 

installing cookies, which are small text files that are put on user’s electronic devices (Smit et 

al., 2013). The data collected is later used for tailored and personalized advertisements aimed 

towards specific individuals (Boerman et al., 2017). 
 
 
 
 
 
The notion of privacy concern is central to OBA since it is partly based on your previous web 

site interactions. According to Bleier & Eisenbeiss (2015), advertisement personalization 

requires the collection, analysis and leveraging of personal information. These aspects are 

rarely requested by consumers and they can be triggers of consumers’ concern for privacy. 

Privacy concerns are triggered because of these unsolicited activities, specifically the perceived 

limited ability to control the terms of this information gathering. 
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Baek & Morimoto (2012) define privacy concern as “the degree to which a consumer is worried 

about the potential invasion of the right to prevent the disclosure of personal information to 

others”. Because personalized advertisements are customized specifically to the individual 

consumer, this type of advertising may raise privacy concerns. Consumers are concerned how 

their information is obtained and used as well as the accuracy of the information. Baek & 

Morimoto (2012) suggest that privacy concerns are part of a privacy calculus. Building on the 

principles of acquisition-transaction utility theory they suggest that consumers’ purchase 

probability depend on perceived benefits and perceived costs. In the context of online 

behavioral advertising perceived benefits would refer to perceived personalization. Perceived 

costs on the other hand would in part consist of privacy concerns. 
 
 
 
 
 
According to Baek & Morimoto (2012), information-processing technology involves keeping 

track and storing personal information. Therefore, this technology has the capability of 

infringing on consumers private domain, which causes targeted behavioral advertising to be 

perceived as a threat. Threats to privacy can cue behavioral reactions from consumers, for 

example, lowered purchasing behavior and decreased trust. The authors point to psychological 

reactance theory to explain this behavior. If the advertising is perceived as trying to direct or 

control the consumer’s choice, resistance occurs. 

 
To introduce reactance theory, Tucker (2014) found that people perceive targeted advertising 

as invasive when they feel that their privacy has been violated. When a person senses a strong 

ownership over an external object, they tend to have cognitive and affective attachment to them. 

They also feel they have the right to obtain information and be part of the decision that affects 

them. When these conditions are not met, a person feels violated and experience loss (Aguirre 

et al., 2015). A consumer response to privacy violations may be “reactance”, a motivational 

state where consumers resist something they find coercive by behaving in the opposite way 

than intended. 

 
Psychological reactance theory postulates that “whenever people perceive that a free behavior is 

restricted or eliminated; they tend to experience reactance and are motivated to modify their 

attitudes and behaviors to reaffirm their freedom and autonomy” (Baek & Morimoto, 2012). 

According to Tucker (2014), reactance can be reduced when consumers perceive to be in 
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control, even when the perceived control is only tangentially related to the domain where 

reactance occurred. Tucker’s findings suggest that advertisers on social networking sites can 

benefit by publicly giving users control of their private information. According to Baek & 

Morimoto (2012), reactance is elicited because highly personalized advertisements contain too 

much personal information. This threatens consumer’s perceived ability to prevent firms from 

observing them and abusing their information. Their findings show that privacy concerns were 

positively related to ad skepticism and ad avoidance. 

 
According to Aguirre et al. (2015) reactance does not precisely seem to be the cause of 

discomfort that is associated with privacy invasion but rather a strategy consumers employ to 

avoid complying with persuasion attempts. Aguirre et al. (2015) examines this discomfort with 

an affective explanation. When consumers are exposed to personalized advertisements, they 

realize that covert data collection methods have been used and when consumers recognize the 

covert collection of information they experience a loss of control over their personal 

information and subsequently feel vulnerable. Ham (2016) suggests that highly personalized 

advertisements can increase consumer concerns about losing control over personal information. 

Aguirre et al. (2015) explained this loss of control using psychological ownership theory. 

Psychological ownership refers to a state in which an individual has a cognitive and affective 

attachment ownership over external objects. Because these individuals perceive a right to 

information and decision making over these objects, violations of these expectations produce 

strong negative emotions. Aguirre et al. (2015) measured consumer responses in relation to 

data collection methods. When firms overtly collect data for targeting purposes, consumer tend 

to exhibit greater click-through intentions. In contrast, click-through intentions are lower when 

data has been collected covertly. Aguirre et al (2015) found that by employing overt data 

collection methods and informing the consumer of the data collection, feelings of vulnerability 

are significantly reduced. 
 
 
 
 
 
Ham (2016) explored how consumers cope with the persuasion tactics of OBA. OBA presents 

both benefits in terms of relevance but also risks in the form of privacy infringements. Ham 

developed a framework for understanding the knowledge consumers have about how OBA 

works and how their knowledge motivates the development of coping strategies. Ham found 

that privacy concerns mediate the degree of ad avoidance. 
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Ham (2016) found that ad avoidance refers to all actions by media users that differentially 

reduce their exposure to ad content. Ad avoidance has three components: cognitive, affective 

and behavioral. The cognitive aspect consists of intentionally ignoring targeted advertising. 

Affective ad avoidance refers to the consumer dislikes of receiving targeted advertising. 

Behavioral ad avoidance is the action of leaving the website, blocking the targeted 

advertisement or not clicking on targeted advertisements. Regardless of consumers knowledge 

about OBA they experience discomfort when exposed to highly personalized advertisements. 

Ad avoidance seems to not be related to consumers ability to estimate the persuasion attempts 

of OBA but rather to be related with reactance. Consumers feel a lack of control when they are 

exposed to advertisements that seem to know who they are and what they have done, resulting 

in ad avoidance. 

 
In addition, Baek & Morimoto (2012) identified potential preliminary factors of personalized 

advertising avoidance. Since resistance is the outcome of advertisement avoidance, several 

motivational factors of resistance and reactance are relevant: privacy concerns, ad irritation, 

perceived personalization, and skepticism toward personalized advertising. Ad skepticism can 

be defined as “a tendency to disbelieve the informational claims of advertising”. Ad skepticism 

mediates ad avoidance but when advertisements are personalized, skepticism tends to be lower. 

Personalization and privacy concerns are indicators for ad skepticism. The effect of privacy 

concerns however has a less pronounced effect than personalization on ad skepticism. Baek & 

Morimoto (2012) also found that perceived ad irritation has a much more significant effect on 

ad avoidance compared to ad skepticism. Perceived ad irritation is defined as “consumers 

perceptions of the extent to which advertising is causing displeasure and momentary 

impatience” (Baek & Morimoto, 2012). There is a strong correlation between perceived ad 

irritation and ad avoidance. However, the reverse is not true, perceived ad irritation can predict 

ad avoidance but not the other way around. 
 
 
 
 
 
Schumann et al. (2014) cite Laczniak & Muehling (1993) to explain advertising acceptance on 

the basis of relevance: requesting access to personal information on the basis for more relevant 

ads. According to Laczniak & Muehling (1993) the relevance argument states that consumers 

should relinquish personal information in exchange for more interesting, relevant and useful 

advertisements. Accepting OBA is framed as a utility argument referring to the benefit appeal. 

 
 

9 



 
It is defined as “advertising as that which is interesting, relevant and useful to users such that 

consumers consider it worthy of their attention.” (Laczniak & Muehling, 1993). The relevance 

argument rests on social exchange theory: consumer’s subjective calculation determines if the 

higher relevance of targeted advertisements outweighs the cost of reduced privacy. 

 

Schumann et al. (2014) argues for a normative reciprocity approach by asking users to accept 

targeted advertising because the website provides a free service. The argument is motivational; 

reciprocity is stimulated because the user feels indebted. The appeal of reciprocity is defined 

as “a social exchange in which the website highlights its free service provision to elicit users’ 

need to reciprocate by providing personal data for targeting purposes” (Schumann et al., 2014). 

Their findings are that in general, reciprocation tends to outperform relevance in generating a 

greater disclosure of personal information. 
 
 
 
 
 

Concluding the literature chapter will be a framework that summarizes previously discussed 

research and theory to establish a theoretical basis to answer the research questions. The 

conceptual framework will consist of theories conducted by Bleier & Eisenbeiss (2015), Baek 

& Morimoto (2012), Schumann et al. (2014), Aguirre et al. (2015) and Ham (2016). Using 

concepts on consumers’ privacy concerns, how it is related to OBA as well as associated coping 

behavior in terms of avoidance as well as acceptance will provide the theoretical ground. Figure 

2 illustrate the research purpose, corresponding research questions and the previous research 

reviewed for each subject. 
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Figure 2: Frame of References for This Study 
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This thesis reviewed previous literature by Bleier & Eisenbeiss (2015) and Baek & Morimoto 

(2012) to gain an understanding on consumers privacy concerns associated with OBA. The notion 

of privacy concerns is central since OBA uses your online activity to personalize advertisements. 

Tracking and using consumers online activity is rarely solicited and therefore causes privacy 

concerns. When OBA infringes on consumers private domain it can be perceived as invasive and 

consumers subsequently feel that their privacy has been violated. To understand privacy violations, 

previous literature from Baek & Morimoto (2012), Aguirre et al. (2015) and Ham (2016) were 

reviewed. Privacy concerns mediate advertisement avoidance and it is therefore of interest to 

examine the literature on advertising avoidance in relation to OBA to examine students’ viewpoint 

on this subject. Therefore, previous research from Baek & Morimoto (2012) and Ham (2016) 

were reviewed. It is also interesting to examine criteria for accepting OBA and therefore 

previous research on advertising acceptance in relation to OBA were examined. Schumann et 

al. (2014) studied the effectiveness of the reciprocity appeal for accepting OBA. By 

constructing questions based on this secondary data this thesis hopes to gain a better 

understanding of the viewpoint students’ in Sweden have on OBA. 
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3. METHODOLOGY  
 
 
 
 
According to Saunders, Lewis & Thornhill (2009), a research purpose can be either 

exploratory, descriptive, explanatory or a combination of them all. Exploratory research tries 

to finds new insights in a certain phenomenon and is very useful if the study tries to clarify an 

understanding of a problem. Descriptive research tries to portray a profile of an event or 

situation. Here it is necessary to have clear picture of the phenomena researchers want to collect 

data on. Explanatory research tries to find causal relationships between different variables and 

is used when the study aims to provide a clearer view of a relationship (Saunders et al., 2009). 

 

The purpose of this study is to examine the viewpoints of students in Sweden hold regarding 

online behavioral advertising. Specifically by examining their viewpoints on privacy concerns, 

privacy violations, advertising avoidance as well as examining criteria for accepting online 

behavioral advertising. This thesis is descriptive because the objective was not to establish a 

relationship or find causal patterns between variables. A descriptive approach was motivated 

by the fact that previous literature had appropriately defined and explored the phenomena. By 

reviewing previous literature, this thesis constructed a questionnaire to examine whether or not 

students agree or disagree with statements built on previous literature. By measuring their level 

of agreeableness on these statements this thesis presents descriptive statistics that illustrate 

their viewpoint on these subjects. 
 
 
 
 
 
According to David & Sutton (2016) there are two types of research approaches; deductive and 

inductive. Deductive method usually measures relationships between variables in order to test 

the hypothesis and inductive method are exploratory and tries to create explanations based on 

gathered data (David & Sutton, 2016). 

 

For this thesis, a deductive approach was used. This thesis reviewed previous literature on 

online behavioral advertising and how privacy concerns, consumer responses to privacy 

violations, determinants for advertising avoidance as well as advertising acceptance in relation 

to the phenomena of OBA. As shown in the literature review, previous research suggests 

relationships between these aspects. However, this thesis had a descriptive approach and did 
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not attempt to strengthen the relationships, it instead focused on examining the perspective 

students hold on these related aspects to OBA. The theoretical foundation served the function 

of establishing the relevant aspects of OBA to examine. The questionnaire and its statements 

are built on these findings. 

 

In addition, the research approach can either be qualitative or quantitative, two methods used 

for data collection. Quantitative data collection method uses or generates numerical data 

(numbers) and a qualitative data collection method uses or generates non-numerical data 

(words) (Saunders et al., 2009). A deductive approach is usually connected to a quantitative 

method (David & Sutton, 2016). Since previous research appropriately established how the 

relevant subjects relate to OBA, this thesis pursued a quantitative method of data collection. 

The objective was therefore not to explore relationships between variables but instead examine 

how the viewpoint of students compare to the conclusions and suggestions made by previous 

research. A descriptive approach is therefore justified since the objective is only to examine 

students’ attitudes to statements constructed from secondary data. Measuring attitudes with 

likert scale questions supports that purpose and therefore data collection by surveys were 

deemed appropriate. 
 
 
 
 
 
There are several different approaches when collecting data. Saunders, Lewis & Thornhill 

(2009) suggests seven different strategies: experiment, case study, survey, action research, 

grounded theory, ethnography and archival research. Surveys are often used when a study tries 

to find answers to the question who, what, where and how and is usually used for exploratory 

and descriptive research. Surveys allow for the collection of large amounts of data from a 

sizeable population (Saunders et al., 2009). Surveys collect quantitative data and this data can 

be analyzed by using descriptive statistics. Since the research purpose was to gain a better 

understanding about the viewpoint of students on OBA it was appropriate to employ a survey 

to examine their level of agreeableness with statements built on previous research. Surveys are 

also appropriate for quantitative analysis because the data is easily accessible and not much 

coding is required to present and analyze the data material. With consideration to the research 

-purpose and -approach surveys are therefore an appropriate research strategy. 
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In addition, when answering a research question, you can either use secondary or primary data 

(Saunders, Lewis & Thornhill, 2009). Using Secondary data refers to analyzing previously 

collected data but for another purpose. Primary data refers to using new data that has been 

collected for a specific purpose. This thesis used secondary data by reviewing previous 

literature in order to construct statements for the questionnaire. The data collected from the 

questionnaire constitute the primary data of the study. This data will be used to answer the 

research questions. 
 
 
 
 
 
According to David & Sutton (2016), there are different ways to implement a questionnaire 

such as using postal, phone or internet-based surveys. This thesis used an internet-based survey. 

The reason for this is that an internet-based survey allows automatic data storage, which 

facilitates the data collecting process (Saunders et al., 2009). The advantages of using email is 

that it is cost effective and provides data quickly (Buckingham & Saunders 2004). However, 

the disadvantages of using email is the likelihood of a low response rate that normally lies 

between 10 to 20 percent. This makes it difficult to end up a sample that is representative of 

the targeted population (Buckingham & Saunders 2004). 

 
This study used email as a channel to reach respondents. The thesis took help of an online 

survey tool (google survey) to create a self-completed questionnaire for data collection. The 

survey started with a cover letter that introduced the respondent to our topic and briefly 

explained the concept of online behavioral advertising. The survey was sent out through the 

university's own database. 
 
 
 
 
 
The questionnaire followed the structure of the frame of references with the addition of an 

initial set of questions determining the demographics of the respondents. The survey also 

included an open-ended question at the end of the survey. The questionnaire is presented in 

Appendix 1B. 

 

The questionnaire first asked respondents to answer a few short demographic questions: Age 

group and gender. For the first section, this thesis constructed a set of statements about 

consumers’ privacy concerns and asked respondents to consider whether they agreed or 

disagreed with them.  
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This section was adapted from research made by Bleier & Eisenbeiss (2015) and Baek & 

Morimoto (2012). By using a likert-type scale indicating level of agreement, respondents were 

asked to state whether they strongly disagreed (1) or strongly agreed (5) to the statements. 

 

Consumer responses to privacy violations was also measured using likert scale. The questions 

are based on the theories of Baek & Morimoto (2012), Aguirre et al. (2015) and Ham (2016). 

The theory used delineate what consumers typically experience when they feel that their 

privacy has been violated. This thesis therefore examined if respondents agreed or disagreed 

with these experiences. This was achieved by asking if personalized advertisements inclined 

them to resist or ignore the advertisements and if the personalized advertisements made them 

experience a loss of control. The loss of control over personal information is central to 

reactance and feelings of vulnerability. Vulnerability is also associated with transparency so 

this thesis examined if respondents agreed or disagreed with experiencing vulnerability when 

realizing that covert data collection had taken place. 

 

Advertisement avoidance was measured by adapting the theories of advertisement avoidance 

from Ham (2016) and Baek & Morimoto (2012). This section constructed a set of statements 

that typically reflect advertising avoidance. This thesis asked if they agreed or disagreed with 

statements that indicated behavior-reflecting avoidance. These statements were answered using 

the same 1-5 likert type answering scale where agreeableness was measured. 

 

For advertisement acceptance, this thesis constructed three statements that would serve as 

criteria and by asking respondents to indicate their level of agreeableness examine their 

viewpoint of it. First, this thesis asked if respondents found it acceptable for companies to use 

their online behavior in order to send them personalized advertisements. This thesis then 

framed two statements built on previous research (Schumann et al., 2014) that examined under 

what basis the evaluation of their online behavior they perceived to be acceptable. As stated in 

the literature review, these two statements reflected the relevance and reciprocity argument for 

online behavioral advertising. This section also used the same likert-type scale indicating level 

of agreeableness. 
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David & Sutton (2016) outline the importance of correct sampling. Sample selection can be 

divided into two categories: probability or non-probability sampling. Probability sampling 

refers to the probability that each case of the population has the same probability of being 

sampled. Correspondingly, non-probability sampling refers the opposite - individuals in the 

population does not have the same chance of being selected for the sample. This thesis used a 

non-probability sampling method since distributing the survey through the LTU database did 

not allow for probability sampling. With this sample selection, statistical inferences cannot be 

drawn about the characteristics about the population but generalizations are still possible 

(David & Sutton, 2016). 

 

The sampling method used was self-selection which is a non-probability sampling technique 

that is based on the judgement of researchers. This method is useful when searching for 

appropriate individuals and a good tool for researches when wanting individuals to 

participate in a study on their own accord (Lund Research, 2012). It was estimated that by 

using the university database for sending emails thesis would get as many respondents as 

possible. On their own volition, students could then choose to take part in our questionnaire. 

This method of sample selection reached 550 students. The number is relatively low to the 

number of students attending the university since selection for sending out emails were only 

sent to a few bachelor programmes. This was due to a misunderstanding over whom the 

authors were allowed to send mass emails. 42 respondents answered the questionnaire which 

corresponds to a response rate of 7,6%. The sample size is surprisingly small and it can be 

explained by a few reasons. First, this thesis had to prematurely stop accepting submissions 

due to time constraints. A low sample size can also be explained due to complications with 

sending the email, which resulted in having to send out the email twice. Compounded with 

the fact that this survey was also sent out relatively late in comparison to other university 

theses, survey fatigue may have affected the willingness of students to submit answers. 

Nevertheless, this study was confident in pursuing data analysis as long as sample size was 

considered with caution. 
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Quantitative data that has not yet been analyzed needs to be processed and analyzed in order 

to turn into usable information. There are several different techniques to help describe and 

examine a relationship with the data such as charts, graphs and statistics (Saunders, Lewis & 

Thornhill 2009). 

 

This thesis used a likert scale to measure attitudes on the constructed statements presented in 

the questionnaire. Likert scales has the advantage of allowing degrees of opinion but also 

indifference (McLeod, S.A., 2008). It is advantageous to use a likert scale since quantitative 

data is easily retrieved for data analysis. By summarizing the values gathered from the 

questionnaire, this thesis was able to analyze the data. Minitab ( a statistical package) was used 

to retrieve central tendencies like mean and mode values but also standard deviation for each 

question. The study also used Minitab to retrieve Cronbach’s alpha to measure internal 

consistency. The data results of Minitab were then processed in Microsoft Excel to be more 

presentable and pleasing for the reader. 

 

Chapter four will introduce the reader to a descriptive profile of the distribution of gender and 

age as well as descriptive statistics on the level of agreeableness on the statements presented in 

the survey. By ranking the mean values of each statement, the most important statements can 

be retrieved. Since the objective was to examine students’ viewpoint on OBA this is important 

because a high mean value signifies that a statement garnered a high level of agreement. For 

this thesis, understanding what students agree the most upon is valuable. Mode is also valuable 

to analyze since it is easy interpret sensibly (David & Sutton, 2016). 
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In this section, the thesis presents aspects considered and measures taken in respect to 

ensuring quality standards. 
 
 
 
 
 

Buckingham & Saunders (2004) Define validity as “the degree to which a question measures 

what is claimed to be measured”. Saunders, Lewis & Thornhill (2009) defines validity as: “If 

the findings are about what they appear to be about and is the suggested relationship between 

two variables a causal relationship”. 

 
According to (Yin 2009) there are four tests to establish the quality of empirical social research. 

Out of these four, three tests are appropriate for a descriptive approach: construct validity, external 

validity and reliability. Construct validity refers to “identifying correct operational measures for 

the concepts being studied” (Yin, 2009). Simply put it means to what extent the test measures what 

it claims to measure. For this thesis, the statements were constructed by reviewing previous 

research. Improving construct validity was therefore improved by defining the phenomena and 

relevant subjects using previous literature to construct appropriate statements. By constructing 

statements that is in accordance with the language of previous research this thesis strives to gain 

data that is both accurate and unbiased. 

 

External validity deals with the problem whether or not the findings of the study are 

generalizable for the targeted population. For example, this study focused on students in 

Sweden but only asked students from one university; Luleå University of Technology (LTU). 

External validity could be threatened if the results of the sample failed to be representative to 

the population of students in Sweden. Since the majority of students studying at LTU are from 

different parts of Sweden (Luleå University of Technology, 2011) this study argued that this 

sample is representative for all students in Sweden. 

 
Further precaution that have been made to improve the validity of this thesis was testing the 

questionnaire on a number of people before it was sent out. The feedback provided by the test 

subjects was taken into consideration and used to make necessary changes to resolve parts that 

were unclear. The cover letter was shortened and some of the language were simplified to make 

the questionnaire easier to understand. 
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Aspects that might have an impact on the validity of this thesis is that the language of the 

questionnaire was in English, which was not the participant’s primary language. The 

questionnaire was sent out through the university email database, targeting students at Luleå 

University of Technology. Depending on the participants level of English proficiency some 

questions might have been confusing for some of the participants and might lead to 

misunderstanding. If the questions were not understood properly, there is a risk for misleading 

answers, which affects the validity of the thesis. Another thing to consider is that the order of 

the sections and the order of the statements in the survey were not randomized which poses a 

risk for priming which negatively affects the validity of this thesis. 

 

 

 

Reliability is defined as “to what degree a test or indicator is consistent during a certain period 

or will the test give the same result during another period of time” (David & Sutton 2016). 

Bryman & Bell (2017) argues that stability and intern reliability are important factors when 

analyzing research reliability. Stability refers to how stable a measurement is over time and 

how likely it is that the result measured will not differ if the data is to be collected again. If a 

result is to be considered stable then attitudes, views or opinions should be measured twice. If 

the second measurement show a low correlation with the first test, it indicates that the 

respondent’s answers are not reliable. This thesis distributed the questionnaire only once and 

there the study cannot confirm if results are stable or not. 

 

Internal reliability refers to the correlation between different items in the same test. It measures 

if several items propose to measure the same general construct (Bryman & Bell, 2017). 

Cronbach’s alpha is a commonly used measurement for internal reliability. Cronbach’s alpha 

results in a coefficient that explains how well various items is understood and calculated by the 

same measurements. The measurement coefficient varies between 1 and 0 were 0.7 usually 

indicates an acceptable level of internal reliability (Bryman & Bell, 2017). As presented in 

Table 1, all the subjects has alpha coefficients that is higher than 0.7, which indicates a high 

internal reliability. 
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Table 1: Cronbach's Alpha  

 

Subject Cronbach's Alpha 
  

Privacy Concerns 0.88 

Privacy Violations 0.89 

Advertising Avoidance 0.78 

Advertising Acceptance 0.83  
 
 
 
Bryman & Bell continues that if the second test is executed a long time after the first test 

external effects can affect the respondent’s answers. Since a standardized survey was used, the 

same questions would be asked again if the study were to be made a second time. Perceptions 

of online behavioral advertising would also depend on the characteristics of the individual. 

Students’ privacy calculations might differ if there are world events that would influence them  

in one way or another. Previous research also concluded that consumers’ knowledge about the 

practice of OBA affect their privacy concern and coping behavior (Smit et al., 2014). It is 

therefore reasonable that laws that aim to increase consumer knowledge about online 

behavioral advertising might affect their perceptions of it. 

 

Previous research also concluded that advertisement characteristics of OBA affect perceptions 

of it (Boerman et al., 2017) and therefore if OBA were to become more sophisticated and 

intrusive general perceptions of OBA might change too. Depending on how legislation 

develops as well as how consumer and advertisement characteristics change, different 

observations might be made. However, the purpose of this thesis was descriptive and did not 

draw any statistical inferences. This thesis designed a questionnaire that enabled further 

research to rely on the structure of the questionnaire and instead examine how their chosen 

sample differs. 
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Table 2: Summary of Methodological Choices 
 

 Methodology    Choice  
     

 Research Purpose    Descriptive  

 Research Approach    Deductive, Quantitative  

 Research Strategy    Online Questionnaire  

 Sample Selection    LTU students  

 Data Analysis    Mode, Mean and Standard Deviation  

 Sample Method    Non-probability, self-selection    
 

Table 2 presents a summary of the methodology. The research purpose was descriptive since 

the study aimed to examine attitudes on statements concerning OBA constructed by reviewing 

previous research. The literature appropriately established how relevant subjects relate to the 

phenomena. Since the secondary data consisted of a review of previous literature, the approach 

was deductive. A quantitative method was therefore appropriate to examine students’ attitude 

to the constructed statements. An online questionnaire was appropriate since using likert type 

questions enabled a method of quantitatively analyze results. This research strategy also 

facilitates fast data collection and analysis of data, which was crucial given the time restraints. 

The sample selection were students attending LTU, which represents the target population for 

this study, which was students in Sweden. A sampling method of self-selection method was 

used since the study used the university database to distribute the online questionnaire. For the 

data analysis, this study will interpret the mode, mean and standard deviation of the likert items 

in the questionnaire. A non-probability method was used since the research strategy could not 

guarantee that individuals of the population had equal chances of being selected. 
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4. DATA PRESENTATION 
 

This chapter presents the empirical findings. The Data was gathered from an online 

questionnaire that was sent out to students at LTU. The data is presented in accordance with 

the frame of references with the addition of a brief discussion about the demographics of the 

sample. 
 

 

 

For the questionnaire, two demographic variables were of interest, age group and gender. In 

Table 3 below the distribution of the age group is presented. The majority of the respondents 

were under the age of 27; only six respondents were over 28 years of age. 

 
Table 3: Age Group Distribution 

 
 

Age 

  

Frequency 

 

Percentage 

 

     
        

 18-22   10  23.81%  
        

23-27  26 61.90%  
     

 28-32   2  4.76%  
        

33-38  4 9.53%  
     
 
 

Table 4 illustrate the gender distribution of respondents. There was an even split between 

female and male respondents. 
Table 4: Gender Distribution 

 
 

Gender 
  

Frequency 
 

Percentage 
 

     
        

 Male   21  50.0%  
        

        

Female 21 50.0%  
    

 Prefer not to say   0  0.0%  
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4.2 Research Question 1  
 
RQ1: What is the viewpoints’ of students in Sweden on privacy concerns and privacy violations 

on the subject of OBA?  
 
This section of the thesis will present the answers collected for Research Question 1. Research 

Question 1 consisted of students’ viewpoint on privacy concerns and privacy violations. This 

section presents the distribution of level of agreement on each statement. 
 
 
 
 

 
Table 5 shows respondents level of agreement for each corresponding statement on privacy 

concerns. The first column shows each statement and the rows illustrate the distribution of 

values for each statement. The first section of the questionnaire aimed to examine students’ 

viewpoint on privacy concerns. 

 
Table 5: Distribution of level of agreement on Privacy Concerns 

 

    Strongly   Disagree   Neither   Agree   Strongly  
 Privacy Concerns   disagree      agree or      Agree  
          disagree        
                  

I am concerned about my privacy when I 19.1%  7.1%  19.0%  50.0%  4.8%  
receive personalized advertisements      

               

                
 I am concerned that the data gathered   9.5%   7.1%   31.0%   47.6%   4.8%  
 from my online behavior will be misused            
                 

                  
I  am  concerned  about  my  privacy                
knowing  that  companies  can  store  data 9,5%  9.5%  21.5%  45.2%  14.3%  
about my online behavior                

                
 I am concerned about my ability to control                 
 what aspects of my online behavior that is   4.8%   19%   21.5%   35.7%   19.0%  
 used for OBA                 
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Figure 3 presents a visual representation of the distribution of answers to each statement on 
privacy concerns. 
 

 
Figure 3: Distribution on Privacy Concerns Statements  

 
 
 
 
 
 
Table 6 shows respondents level of agreement on privacy violations. The second section 

aimed to examine students’ viewpoint on this consumer response to privacy violations. 

 
Table 6: Distribution of level of agreement on Privacy Violations 

 

    Strongly   Disagree   Neither   Agree   Strongly  
 Privacy Violations   disagree      agree or      Agree  
          disagree        
                  

When I receive a personalized                
advertisement, I feel a loss of control over 11.9%  19.0%  26.2%  26.2%  16.7%  
my personal information                

                
 When I receive a personalized                 
 advertisement, I feel vulnerable because   11.9%   19.0%   16.7%   38.1%   14.3%  
 my personal information is used in ways I            
                 

 did not intend                 
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I feel vulnerable about my privacy if I                
cannot control what personalized 9.5%  14.3%  33.3%  31.0%  11.9%  
advertisements I receive                

                  
 I feel vulnerable about my privacy if                 
 companies do not notify me about how   4.8%   7.1%   19.0%   54.8%   14.3%   they use my online behavior for            
                 

 personalized advertisements                 
                  

I feel vulnerable about my privacy if                
companies do not ask me for my 9.5%  9.5%  23.8%  28.6%  28.6%  permission to send me personalized      

               

advertisements                
                  
 
 
 
 
Figure 4 presents a visual representation of the distribution of answers to each statement on 

privacy violations. 

 

 
Figure 4: Distribution on Privacy Violations Statements 
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4.3 Research Question 2  
 

Research question 2 consists of students’ viewpoint on advertising avoidance and advertising 

acceptance. This section first presents the distribution of level of agreement on each statement. 

 
RQ2: What is the viewpoints’ of students in Sweden on advertising acceptance and advertising 

avoidance on the subject of OBA? 

 

4.3.1 Advertising Avoidance 
Examining if students cope with online behavioral advertising was central for understanding 

their viewpoint on advertising avoidance. To do this the literature on advertising avoidance in 

relation to OBA was reviewed. Table 7 presents students’ level of agreement on advertising 

avoidance. 

 
Table 7: Distribution of level of agreement on Advertising Avoidance 

 

    Strongly   Disagree   Neither   Agree   Strongly  
 Advertising Avoidance   disagree      agree or      Agree  
          disagree        
                  

If I receive personalized                
advertisements, I do not want to click on 4.8%  11.9%  38.1%  28.5%  16.7%  
them                

                
 If I receive personalized   4.8%   14.3%   26.2%   35.7%   19.0%  
 advertisements, I want to ignore them            
                 

                  
If I receive personalized 11.9%  23.8%  31.0%  31.0%  2.4%  
advertisements, I feel discomfort      

               

                
 If I receive personalized                 
 advertisements, I want to leave the   11.9%   35.7%   42.9%   7.1%   2.4%  
 website                 
                  

If I receive personalized                
advertisements, I want to take measures to 11.9%  14.3%  19.0%  38.1%  16.7%  
block them (for example by installing ad      

               

blocker software on my web browser)                
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Figure 5 presents a visual representation of the distribution of answers to each statement on 
advertising avoidance. 

 

Figure 5: Distribution on Advertising Avoidance Statements  
 
 
 
 
 
 
Our final section examined students’ viewpoint on criteria for accepting advertising. By 

reviewing previous literature on advertising acceptance in relation to OBA, three statements 

were constructed to measure students’ level of agreement on this subject. This is presented in 
 
Table 8. 
 
 

Table 8: Distribution of level of agreement on Advertising Acceptance 
 

 Strongly Disagree Neither Agree Strongly 
Advertising Acceptance disagree  agree or  Agree 

   disagree   
      

It is acceptable to allow companies to      
use my online behavior to send me 14.3% 23.8% 26.2% 28.6% 7.1% 
personalized advertisements      

      

It is acceptable to send me personalized 16.6% 26.2% 31.0% 21.4% 4.8% 
advertisements since relevant and      
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personally interesting advertisements is      
worth having my online behavior tracked      

      
It is acceptable to send me personalized      
advertisements and track my online 

9.5% 26.2% 35.7% 21.4% 7.1%   behavior as an exchange for gaining access      

to a website free of charge      
      
 
 
 
Figure 6 presents a visual representation of the distribution of answers to each statement on 

advertising acceptance. 
    

 
Figure 6: Distribution on Advertising Acceptance Statements  
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4.4 Summary of the results 

The data presented in table 9 shows the average mean, mode and standard deviation for each 

subject. A mean value close to 1 indicates that the respondents in general strongly disagrees, 2 

disagree,  3 neither agree nor disagree, 4 Agree and 5 Strongly agree with the subject. The Mode 

represent the most frequently chosen answer and standard deviation presents the spread of the 

answers.  
 

Table 9: Average Mean, Mode and Standard Deviation   
 

Subject                  Mean                Mode             Std.Dev 
  

Privacy Concerns                           3.34                               4                    1.12 

Privacy Violations                         3.37                           4                    1.18 

Advertising Avoidance                  3.13                         3:4                 1.08 

Advertising Acceptance                2.84             3                    1.13 
 
 

4.5 Opened ended question  
 
The last question of the questionnaire gave the respondents the chance to speak openly about any other 

concern regarding their perspective on online behavioral advertising. The answers varied. One 

respondent proclaimed that more people should understand how companies use the data they collect on 

them. Another said that they would find it more acceptable for companies to track their online behavior 

if they had the opportunity to decide for themselves whether to accept it. The respondent continued 

stating that it would be more acceptable if the website would notify them where they got the 

information. One respondent was frustrated that legislation was slow to adapt to the changes in 

technology stating; “the legislations will probably never be in a state of equilibrium against the 

digitalization”. Another respondent said that they are annoyed by the fact that online behavior 

resulting in a purchase decision continues to serve as a basis for future personalized advertisements: 

“It is annoying to get ads that are not relevant. If I, for example, am looking for a hotel and decide 

to book one. I will still receive ads for other hotels even though I do not need it.” Another respondent 

liked relevant advertisements stating; “I rather get advertisement for the things I actually click on 

than something irrelevant”. The respondent continued by saying that personalized advertisements 

can be a good thing because if he/she is searching for a particular item these advertisements can 

show retailers he/she might have been unaware of that have the item in stock. 
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 5. DATA ANALYSIS 
 

This chapter will go into a more in-depth discussion of the empirical data presented in the 

previous chapter. It follows the structure of the questionnaire sent out to students attending 

Luleå University of Technology. 

 

5.1 Research Question 1  
RQ1: What is the viewpoints’ of students in Sweden on privacy concerns and privacy violations 

on the subject of OBA? 

 
This section of the thesis will further analyze each section in depth. Research Question 1 

consisted of students’ viewpoint on privacy concerns and privacy violations. Tables will be 

presented that illustrate descriptive statistics for each subject. Previous research is then 

considered to discuss students’ viewpoint on these subjects. The analysis will also include the 

distribution on the values for further discussion when appropriate. 
 
5.1.1 Privacy Concerns  

 
Table 10 illustrates the ranked statements according to the highest mean. These likert items 

refers to privacy concerns. The first column shows each statement and the following columns 

show rank, minimum value, maximum value, most frequently occurring value (mode) as well 

as mean and standard deviation. 

 
Table 10: Ranked Descriptive Statistics for Privacy Concerns (n=42)  

 
 
Statement   
I am concerned about my privacy knowing that companies 

can store data about my online behavior 
  
I am concerned about my ability to control what aspects of 

my online behavior that is used for OBA 
  
I am concerned that the data gathered from my online 

behavior will be misused 
  
I am concerned about my privacy when I receive 

personalized advertisements 

 
 

             Std.  
 Rank  Min  Max    Mode  Mean  Dev  
            

 1  1  5    4  3.45  1.15  
               

 2  1  5    4  3.45  1.15  
               

 3  1  5    4  3.31  1.02  
               

 4  1  5    4  3.14  1.24  
                

 
The most frequent value from this section was “agree” (4). The highest ranked mean was split 

between the statement referring to data storage and the statement referring to concern over what 
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aspects of online behavior that is used for OBA (M = 3.45). The mean suggests that respondents 

are somewhat indifferent regarding these statements and interpretation is therefore difficult. 

The mode suggests that respondents agree but the variation around the mean is fairly high 

(1.15) indicating that respondents varied in their level of agreement with these statements. 
 
Regarding whether personalized advertisements causes privacy concern, half of the 

respondents agree. The mean value was 3.14. The findings of Baek & Morimoto (2012) 

suggests that respondents are concerned about their privacy when receiving personalized 

advertisements. Based on the responses for this item this study cannot make the same 

conclusion. Although the mode tells us that respondents agree, the mean is closer to “neither 

agree or disagree” and the variation is high around this mean indicating that respondents varied 

in their level of agreement. 
 
Concerning the fear that respondent’s data will be misused the most frequent value was 

“agree”. The mean value was 3.31. Baek & Morimoto’s (2012) findings suggest that consumers 

agree that information is often misused. The data of this study, according to the mean value, 

indicates that respondents are indifferent, neither agreeing or disagreeing with the statement. 
 
On the topic of whether online storage of data causes privacy concern the most frequent value 

observed was “agree”. The mean value was 3.45. The mean suggests that respondents “neither 

agree or disagree” although slightly tilted towards agree, especially considering the mode (4). 

Findings of Baek & Morimoto (2012) suggest that respondents fear that their information may 

not be safe when stored online. The data for this item cannot say conclude the same with 

certainty. 
 
Bleier & Eisenbeiss (2015) suggest that privacy concerns are triggered because consumers have a 

perceived limited ability to control the terms of data collection. The data for this statement indicates 

that it is difficult to conclude whether respondents agree with this. Again, the mean is centered on 

“neither agree or disagree” (M =3.45) indicating indifference but slightly tilted towards agreement 

considering the mode (4). Bleier & Eisenbeiss (2015) asked if companies access, extent and ability 

to track cued privacy concerns. Their findings suggest that respondents agree that companies’ 

ability to do those things cue privacy concerns. The data of this study cannot conclude the same 

with certainty. The respondents were indifferent but tilted towards agreement (M = 3.45) on privacy 

concerns being triggered because a perceived limited ability to control terms of data collection.  
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5.1.2 Privacy Violations  
 
 

Table 11 shows the ranking according to the highest mean on respondents’ level of agreement 

with statements on privacy violations. 

 
Table 11: Ranked Descriptive Statistics for Privacy Violations (n=42)  

 
                   Std.  
 Statement    Rank  Min    Max  Mode    Mean  Dev  
                    

 I feel vulnerable about my privacy if companies do not notify me                    
 about how they use my online behavior for personalized    1  1    5  4    3.67  0.98  
 advertisements                    
                     

 I feel vulnerable about my privacy if companies do not ask me for    2  1    5  4;5    3.57  1.27  
 my permission to send me personalized advertisements              
                    

                     

 When I receive a personalized advertisement, I feel vulnerable    3  1    5  4    3.23  1.27  
 because my personal information is used in ways I did not intend              
                    

                     

 I feel vulnerable about my privacy if I cannot control what    4  1    5  3    3.21  1.14  
 personalized advertisements I receive              
                    

                     

 When I receive a personalized advertisement, I feel a loss of control    5  1    5  3;4    3.17  1.27  
 over my personal information              
                    

                      
 
 
 
 

Respondents varied in their level of agreement on all statements. The most frequently occurring 

value differed from statement to statement. The highest ranked mean for this subject was the 

statement that said that respondents feel vulnerable about their privacy if they are not notified 

how their online behavior is used (M= 3.67). The data seems to suggest that respondents 

somewhat agree that they feel vulnerable about their privacy if companies fail to notify them 

about how their online behavior is used. 

 
Concerning loss of control over personal information prompted by personalized advertisements 

the data was somewhat inconclusive considering the fact that the level of agreement was almost 

evenly distributed on all values. Although many respondents were indifferent, more agreed or 

strongly agreed compared to disagree or strongly disagreed. The mean value was 3.17 

indicating indifference. Ham (2016) suggest that personalized ads can increase consumer 

concerns about losing control over personal information however the data of this study cannot 

confirm if this is the case considering that the mean value indicates indifference. 
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On the topic of vulnerability and the fear of personal information being used in unintended 

ways the data suggests that respondents are indifferent. The mean was 3.24. On the topic of 

vulnerability and control over what personalized advertisements respondents receive a third of 

the respondents “neither agreed or disagreed” but 31% agreed and 11.9% strongly agreed. 

Disagreement was relatively lower (14.3% disagree, 9.5% strongly disagree). The mean was 

3.21 indicating indifference. For this study, it is not possible to say that respondents associate 

feelings of vulnerability with a loss of control over personal information. 

 
The last two statements were constructed by reviewing theories of Aguirre et al. (2015) to 

understand vulnerability on the basis of covert data collection. Perceived covertness, or 

perceived lack of transparency, can for example be not notifying consumers about how they 

use consumers’ online behavior for personalized advertisements or not asking for permission 

to send personalized advertisements. On the topic of not notifying respondents of how online 

behavior is used 54.8% agreed and 14.3% strongly agreed. 19% were indifferent and a minority 

disagreed (7.1% disagreed, 4.8% strongly disagreed). This statement had the highest mean of 

all statements, 3.67. Although the mean does not conclusively state that respondents agree, it 

is tilted towards it and the mode supports it. Aguirre et al. (2015) supports this data, covert data 

collection impacts vulnerability to a larger extent compared to overt data collection. Feeling 

vulnerable about your privacy if companies do not ask for permission to send personalized 

advertisements also garnered agreement (28.6% agreed, 28.6% strongly agreed). However, 

23.8% neither agreed or disagreed and some respondents also disagreed with this statement 

(9.5% disagree, 9.5% strongly disagree). This had the second highest mean of 3.57. Again, it 

is somewhat tilted towards agreement, supported by “agree” and “strongly agree” as most 

frequent values. This data finding points in the same direction Aguirre et al. (2015) found, in 

that providing personalized advertisements based on covert data collection may affect 

vulnerability. 

 

 

 

 

 

 

 

 

34 



5.2 Research Question 2 
 
Research Question 2 focused on students’ viewpoints on advertising avoidance and advertising 

acceptance. Tables will be presented that illustrate descriptive statistics for each subject. 

Previous research is then considered to discuss students’ viewpoint on these subjects. 

 

The analysis will also include the distribution on the values for further discussion when 

appropriate. 

 
RQ2: What is the viewpoints’ of students in Sweden on advertising acceptance and advertising 

avoidance on the subject of OBA? 

 

5.2.1 Advertising Avoidance 
 
Examining if students cope with online behavioral advertising was central for understanding 

their viewpoint on advertising avoidance. To do this the literature on advertising avoidance 

in relation to OBA was reviewed. Table 12 presents ranked descriptive statistics for 

statements on advertising avoidance. 

 
Table 12: Ranked Descriptive Statistics for Advertising Avoidance (n=42)     

                 Std.  
 Statement  Rank  Min  Max  Mode    Mean    Dev  
                 

 If I receive personalized advertisements, I want to ignore them  1  1  5  4    3.5    1.11  
             

                   
 If I receive personalized advertisements, I do not want to click                  
 on them  2  1  5  3    3.41    1.06  
                  
                   

 If I receive personalized advertisements, I want to take                  

 measures to block them (for example by installing ad blocker  3  1  5  4    3.33    1.26  
             

 software on my web browser)                  
                   

 If I receive personalized advertisements, I feel discomfort  4  1  5  3;4    2.88    1.06  
             

                   
 If I receive personalized advertisements, I want to leave the                  
 website  5  1  5  3    2.52    0.89  
                  
                    
 
The most frequent values observed for this section differed between statements. The highest 

ranked mean for this subject was the statement that asked respondents if receiving 

personalized advertisements makes them want to ignore them (M= 3.50). Respondents are 

indifferent but somewhat tilted towards agreement that receiving personalized 

advertisements makes them want to ignore them. 
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Behavioral ad avoidance can be the action of leaving the website, blocking targeted 

advertisements and not clicking on targeted advertisements (Ham, 2016). Some of the 

statements of this section is based on these aspects of behavioral ad avoidance. On the topic of 

whether respondents agree or disagree with discarding advertisements by not clicking them a 

large group were indifferent and “neither agreed or disagreed” with this statement (38.1%). 

Compared to disagreement (11.9% disagree, 4.8% strongly disagreed) more respondents 

agreed with this statement (28.6% agree, 16.7% strongly agree). The mean value was 3.41. The 

data seems to suggest that students are indifferent about clicking on personalized 

advertisements, although slightly tilted towards agreement. In contrast, Ham (2016) and Baek 

& Morimoto (2012) found that consumers in general disregard personalized advertisements by 

avoiding them. 

 

Concerning if personalized advertisements are ignored by respondents 35.7% agreed and 19% 

strongly agreed. Again, respondents were also indifferent (26.2%) and some disagreed with the 

statement (14.3% disagree, 4.8% strongly disagree). The mean value was 3.50. Respondents 

are therefore indifferent but titled to agreement. Previous research by Baek & Morimoto (2012) 

and Ham (2016) suggest that consumers tend to ignore personalized advertisements. Affective 

ad avoidance refers to the consumers’ dislike of receiving targeted advertising (Ham, 2016). 

On the topic of whether receiving personalized advertisements cause discomfort the data is 

somewhat inconclusive. 31 % of respondents stated that they agree and 2.4% strongly agree 

but 31% of respondents were also indifferent. It seems like there is more disagreement on this 

statement (23.8% disagree, 11.9% strongly disagree). The mean value for this statement was 

2.88. The mean value indicates that respondents somewhat disagree that personalized 

advertisements cause discomfort. Research by Ham (2016) found that OBA does not 

necessarily cause irritation, anger, annoyance or frustration. For this thesis, the data seems to 

suggest that receiving personalized advertisements does not necessarily cause discomfort. 

However, based on the mean we cannot conclude this with certainty since the mean is 

somewhat closer to “neither agree or disagree”. 
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The survey also asked if receiving personalized advertisements makes them want to leave the 

website. On this topic, the data suggests that personalized advertisements are not enough 

motivation for respondents to exit the website. 35.7% disagreed with this statement and 11.9% 

strongly disagreed. A large part of respondents neither agree or disagreed with this statement 

(42.9%). A small minority agreed (7.1%) and 2.4% strongly agreed. The mean value was 2.52, 

which indicates that respondents disagree. The study also examined if students are behaviorally 

averse to personalized advertisements to warrant taking measures to block these types of 

advertisements if they receive one. The data is somewhat inconclusive, 38.1% of respondents 

agree and 16.7% strongly agree. However, there were also some indifference (19%) and 

disagreement (14.3% disagree, 11.9% strongly disagree). The mean value was 3.33. Previous 

research by Baek & Morimoto (2012) did not specifically ask if respondents install ad-blocking 

software. They did ask respondents if respondents take measures to make marketers take them 

off their e-mailing list. This constitutes measures to avoid personalized advertising but the 

method is not the same. Regardless, our data seem to suggest that respondents are indifferent 

about taking measures to avoid personalized advertisements. 

 

5.2.2 Advertising Acceptance  
 

Our final section examined students’ viewpoint on criteria for accepting advertising. By 

reviewing previous literature on advertising acceptance in relation to OBA, three statements 

were constructed to measure students’ level of agreement on this subject. This is presented in 
 
Table 13. 

Table 13: Ranked Descriptive Statistics for Advertising Acceptance (n=42)  
 
 

Statement   
It is acceptable to allow companies to use my online 

behavior to send me personalized advertisements 
  

It is acceptable to send me personalized advertisements 

and track my online behavior as an exchange for 

gaining access to a website free of charge 
 

It is acceptable to send me personalized advertisements 

since relevant and personally interesting advertisements 

is worth having my online behavior tracked 

 
Std. 

Rank Min Max Mode Mean Dev.   
 

1 

   

1 

 

5 

 

4 

   

2.91 

 

1.19 

 

           
                  

2  1 5 3  2.91 1.08 

         

3  1 5 3  2.71 1.13 
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The most frequent value for the statement that asked if it is acceptable to allow companies to 

use their online behavior to send personalized advertisements was “agree” (4). The remaining 

statements had “neither agree or disagree” (3) as the most frequent value. The highest ranked 

mean was 2.91. Judging by the mean values the data seems to suggest that consumers are 

indifferent but slightly tilted towards disagreement regarding these statements. 

 
On the topic of whether it is acceptable to allow companies to use respondents’ online behavior to 

send them personalized advertisements 28.6% of respondents “agreed” and 7.1% “strongly 

agreed”. 26.2% “neither agreed or disagreed”, 23.8% “disagreed” and 14.3% “strongly disagreed”. 

The data is somewhat inconclusive, the most frequent value is “agree” but the mean (M= 2.91) 

suggests that the average respondent is indifferent and tilted towards disagreement. 

 
By relinquishing personal information in exchange for more interesting, relevant and useful 

advertisements companies are referring to a benefit appeal, the request for access to personal 

information is made on the basis of relevance (Schumann et al., 2014). The argument is 

therefore placed on the evaluation of benefits and costs. To examine this, a statement that 

framed these costs and benefits in relation to online behavioral advertising was constructed. 

The study asked if it is acceptable to send respondents personalized advertisements since 

relevant and personally interesting advertisements are worth the tracking of their online 

behavior. The data seems suggests that the benefits of relevant and personally interesting 

advertisements are not worth the cost of having their online behavior tracked. The mean value 

was 2.71, which indicates that respondents are tilted towards disagreement. This is supported 

by Schumann et al. (2014), a relevance argument for accepting behavioral advertising 

negatively affected users’ acceptance of it. 

 
In contrast to the relevance argument, Schumann et al. (2014) argue that a normative 

reciprocity appeal in some cases outperform relevance in generating a greater disclosure of 

personal information. This argument of appealing to consumers’ reciprocity is made because 

users sometimes feel indebted because they gain access to a website free of charge. For this 

thesis, it was therefore interesting to understand and examine if students’ viewpoint of the 

reciprocity appeal motivated them to relinquish personal information. The study asked if it is 

acceptable to send respondents personalized advertisements and track their online behavior as 

an exchange for gaining access to a website free of charge. Surprisingly, the data was similar 

to the answers for the relevance construct. The mean value was 2.91, which is slightly higher 

than the previous statement but still titled towards disagreement.  

38 
 



According to the findings of Schumann et al. (2014), a reciprocity argument generally 

outperforms arguments based on the promise of relevant advertising as motivation for 

increasing acceptance of OBA. Although Schumann et al. (2014) measured these two 

arguments in the context of free web services and directly compared the results, the general 

viewpoint of students for this study casts some doubt on the ability to reach a firm conclusion 

on students’ viewpoint of relevance versus reciprocity appeal. It seems like students are not 

accepting of OBA advertising, regardless of what the basis the request for personal information 

is made. 
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6. FINDINGS & CONCLUSIONS 
 
This chapter will present the findings and conclusions of this study, suggestions for further 

research, theoretical implications as well as discussions on the limitation of this study. 
 
 
 
 
 

The purpose of this study was to examine the viewpoint students in Sweden have about OBA and 

therefore examined previous literature on the subject of privacy concern, privacy violation, 

advertising avoidance and advertising acceptance in relation to behavioral advertising. Based on 

these four subjects a questionnaire was constructed that consisted of statements made by reviewing 

previous literature. To examine students’ viewpoint the study used a likert type scale from 1 

(strongly disagree) to 5 (strongly agree) indicating levels of agreement. These attitudes were then 

compiled in the statistics package Minitab to retrieve central tendencies. The data gathered from 

the questionnaire was then presented, analyzed and discussed from the perspective of what previous 

literature suggested. 
 
 
 

 
RQ1: What is the viewpoints’ of students in Sweden on privacy concerns and privacy violations 

on the subject of OBA? 

 
The first research questions aimed to examine students’ viewpoints on privacy concerns and 

privacy violations. For privacy concerns, previous research by Baek & Morimoto (2012) and 

Bleier & Eisenbeiss (2015) were reviewed). On the subject of  privacy concerns the data of 

this study shows that the respondents were indifferent but slightly tilted towards agreement 

based on  the average mean value (M=3.34). A mean value closer to 3 indicates that the 

students tend to be indifferent and a mean value closer to 4 would indicate that they tend to 

agree.   

 

When examining the viewpoint of students on privacy violations similar conclusions were 

drawn. Mean values indicated that respondents felt relatively indifferent about the vulnerability 

associated with privacy violations. However, the failure of not notifying respondents how 

online behavior is used and not asking for permission to send personalized advertisements 

garnered the highest mean of the study which tilted respondents towards agreement with these 

statements. 
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RQ2: What is the viewpoints’ of students in Sweden on advertising acceptance and advertising 

avoidance on the subject of OBA? 

 
Our second research question examined students’ viewpoints regarding advertising acceptance 

and advertising avoidance. The data regarding advertising avoidance showed that respondents 

were indifferent about clicking on advertisements but slightly tilted towards agreeing with 

ignoring them. Respondents seemed to disagree that receiving personalized advertisements 

cause discomfort based on the mean value (M=2.88). Regarding whether personalized 

advertisements prompt respondents to exit the website, the data indicated that the majority of 

users would not. It seems like students are less prone to avoid behavioral advertisements. At 

least not to the extent that they are motivated to exit the website where the personalized 

advertisements was experienced. The study did also examine if personalized advertisements 

warranted respondents to take measures to avoid them, for example by installing ad-blocking 

software. The mean value indicates that respondents are indifferent enough not to feel 

compelled to do anything in particular in terms of taking measures to avoid personalized 

advertisements. The viewpoint of students is therefore not heavily swayed one way or the other 

for advertising avoidance. 

 
The study also reviewed previous research on advertising acceptance in relation to OBA. By 

reviewing the research, the aim was to examine if OBA was acceptable from the perspective 

of students. The mean values (M = 2.84) seem to suggest that consumers neither agree or 

disagree, although slightly tilted towards disagreement, on finding OBA an acceptable practice. 

Relevant advertisements were one of the arguments for accepting OBA. The data suggested 

that this argument is not strong enough to warrant students to accept having their online 

behavior tracked. Surprisingly, the same was suggested by the data that asked if respondents 

felt similarly when compelled by a reciprocity appeal instead of an advertising relevance 

argument. The mean value for the reciprocity argument indicating indifference with a tilt 

towards disagreement. 
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Previous research by Bleier & Eisenbeiss (2015), Baek & Morimoto (2012)  had stronger 

conclusions on the relationship between OBA and privacy concerns, the data of this study did 

not indicate that the respondents had strong concerns for their privacy. It may be that these 

statements are not specific enough to prompt privacy evaluations. It may be that students are 

generally less concerned about their privacy compared to previous research but no 

interpretation of the data can answer to why that is. Regardless, the objective of this study was 

descriptive and this thesis made no claim to understand why the viewpoint is what it is, only to 

portray a profile of their attitude towards statements built by reviewing the literature on the 

phenomena. In accordance with previous literature by Baek & Morimoto (2012), Tucker (2014) 

& (Aguirre et al., 2015) privacy violations were still something that students felt were 

important although not as intensely as suggested by previous studies. The data of this study 

seems to suggest that students sometimes agree with typical consumer responses to privacy 

violations just not to the same extent as findings of previous research indicate. This might be 

explained by consumer characteristics of students. The experienced discomfort of personalized 

advertisements may be contingent on other factors since the mean for the statement that 

measured discomfort was closer to indifference than pure disagreement. With better context 

and specificity, research might be able to conclude relevant factors that cause discomfort in the 

context of OBA. In terms of general behavioral avoidance to these advertisements it may be 

that for students receiving personalized advertisements is a common experience when 

browsing the internet and that receiving these ads are not enough motivation to avoid them 

actively. It is also interesting to note that the general viewpoint of students seems to be that 

regardless of how the argument is framed for allowing behavioral tracking students are 

indifferent and slightly tilted towards disagreement. There is something characteristic of 

students that cause them to be almost as indifferent about a reciprocity argument as they are of 

a relevance argument, which is in contrast to the findings of previous research. However, this 

study did not claim to want to clarify why students have the viewpoint they do on these 

subjects, instead the objective was to establish a descriptive profile of how they relate to 

findings of previous research. 
 
 
 
 
 
 

 
 

42 
 
 
 



 
 
 
 
This study contributes to future research by presenting the viewpoint on subjects related to OBA 

for students in Sweden. The data of this study seems to indicate that students in Sweden are 

somewhat indifferent regarding privacy concerns. Previous research found that consumers have a 

stronger concern about their privacy when exposed to OBA, for this study the viewpoint of students 

seem to indicate that they are not concerned to the same extent. This is also reflected by their 

viewpoint on consumer responses to privacy violations, the viewpoint seems to indicate that 

violations of privacy do not prompt vulnerability as intensely as previous research would 

suggest. This could be explained by the characteristics of younger generations but it can also 

be attributed to the way these statements were constructed. The theoretical implications of 

observing this data seems to be that in general, personalized advertisements does not have the 

impact on students as one would expect, they are instead relatively indifferent about feeling 

one way or the other in terms of privacy concerns although somewhat tilted towards agreement 

but not by a significant amount. 

 
This thesis will also contribute to the literature by portraying a profile on students’ viewpoint 

on advertising avoidance as well by examining their viewpoint on criteria for acceptable OBA. 

For advertising avoidance students were indifferent about clicking on personalized 

advertisements although they did somewhat agree with ignoring them. Students in Sweden are 

also not motivated enough to exit the website when receiving personalized advertisements. 

Students seem to be indifferent about taking measures to avoid them too. The mean values 

indicated that students are not motivated enough to actively avoid personalized advertisements, 

the indifference does not compel them to act one way or the other. Although students were 

relatively indifferent about advertising avoidance, they seemed to have the same attitude 

towards advertising acceptance. Students were indifferent but slightly tilted towards 

disagreement with finding OBA acceptable. The viewpoint of students tends to indicate that 

neither relevant advertising nor reciprocity appeals compel them to accept having their online 

behavior tracked. The implications of this seems to be that students do not find the benefits of 

OBA great enough to warrant having their online behavior tracked. The data is somewhat 

inconclusive to draw any firm conclusions to the viewpoint of students when considering the 

mean values. Theoretical contributions of this study should therefore be viewed with 

consideration to the limitations of this study. 
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The questionnaire was sent to 550 students and 42 of the recipients answered, which results in 

a response rate of 7.6 %. The sample size and response rate could be considered relatively low 

and a larger sample size would strengthen the findings of the study and better reflect the 

viewpoint of students. Perhaps other distribution methods would have resulted in a better 

sample size. The online survey was only available for a limited period, which most likely 

contributed to the low sample size. 

 
The language of the questionnaire was in English, which was not the participant’s primary 

language. Depending on the respondents’ level of English proficiency some questions might 

have been confusing and might lead to misunderstanding. If the questions were not properly 

understood, there is a risk for misleading answers, which affects the validity of the thesis. 

Another thing to consider is that the order of the sections and the order of the statements in the 

survey were not randomized which poses a risk for priming which negatively affects the 

validity of this thesis. An example of this could be if the section of Advertising acceptance 

were displayed first and not last more students might have answered that they are more 

accepting towards OBA. This since they wouldn not been informed that OBA might present 

privacy concerns and violations.  

 

 

 

Future research could benefit from using other distribution methods for data collection. Future 

research should also increase the time window for submitting answers. Future research should 

also distribute the survey to multiple samples from the population to ensure test-retest 

reliability. Future research should also adjust the language of questionnaire based on the 

recipients to avoid misunderstandings and better capture the recipients’ viewpoints. 

Randomizing the order of the sections and statements could decrease the risk of priming and 

increase validity. 

 

This study portrayed a profile of students’ level of agreement with statements constructed by 

reviewing previous literature. A recommendation for future research would be a qualitative 

approach that aimed to understand why the viewpoint of students in Sweden is the way it is.  
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The data of this study in most cases indicated indifference; it is therefore difficult to draw any 

concrete conclusions about students’ viewpoint on these subjects. Future research could benefit 

from examining the viewpoint of students in more specific contexts and collecting data in new 

ways. There is a central problem of empirically examining OBA; the very nature of the 

phenomena presupposes that each advertisement is tailored to the individual consumer. It is 

therefore a methodological problem with exposing respondents to a general set of items related 

to OBA and examine their attitudes to them. Future research would greatly benefit by exposing 

respondents to tailored advertisements and examine the consequences. Perceptually there is a 

big difference between indicating your level of agreement with a general set of items compared 

to items specifically tailored to each individual. This study also limited the scope to examine 

the viewpoint on privacy concerns, privacy violations, advertising avoidance and advertising 

acceptance for students in Sweden. Further research ought to take a more integrated perspective 

and include other factors related to OBA. This study also focused on the immediate attitude of 

responses to statements. Since privacy concerns and violations of it may have a reinforcing 

impact, it would be interesting for future research to examine future consequences of exposure 

to OBA. 
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Appendix 1A 

 
COVER LETTER FOR QUESTIONNAIRE 

 
 
Thank you for participating in this research! 
 
We are international business undergraduate students conducting research to better understand 

the perspective students in Sweden have on online behavioral advertising (OBA). We would 

like you to first read the following description of OBA and then carefully consider and answer 

the questions. 
 
What is online behavioral advertising? 
 
Online behavioral advertising (OBA) is when companies collect information about your 

internet activity and then use that information to send tailored personalized advertisements to 

you. Internet activities can be what websites you visited, what products you clicked or what 

videos you have watched. 
 
How can I recognize online behavioral advertisements? 
 
If you browsed for clothing on an online store and the next day while you visit another website 

get advertisements for the clothes you previously browsed that would be a typically 

personalized advertisement: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Screenshot from Thesarus.com 
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Appendix 1B 
 

SURVEY QUESTIONNAIRE (PRELIMINARY, FINAL VERSION WILL BE ONLINE) 
 
 
Age: 
 

18-22 23-27 28-32 33-38 39-43 43+ 

      
 
Gender: 
 

Male Female Prefer not to say 

   
 
Education: 
 

What do you think about online behavioral advertising? 
 
Privacy concerns 
 
 

1. I am concerned about my privacy when I receive personalized advertisements 
 

2. I am concerned that the data gathered from my online behavior will be misused 
 

3. I am concerned about my privacy knowing that companies can store data about 

my online behavior 
 

4. I am concerned about my ability to control what aspects of my online behavior that 

is used for OBA. 
 
Privacy violations 
 
 

1. When I receive a personalized advertisement I feel a loss of control over my personal 

information 
 

2. When I receive a personalized advertisement I feel vulnerable because my 

personal information is used in ways I did not intend 
 

3. I feel vulnerable about my privacy if I cannot control what personalized 

advertisements I receive 
 

4. I feel vulnerable about my privacy if companies do not notify me about how they use 

my online behavior for personalized advertisements 
 

5. I feel vulnerable about my privacy if companies do not ask me for my permission to 

send me personalized advertisements 
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Advertising avoidance 
 
 

1. If I receive personalized advertisements I choose not to click it 
 

2. If I receive personalized advertisements I choose to ignore it 
 

3. If I receive personalized advertisements I believe I will feel discomfort 
 

4. If I receive personalized advertisements I choose to leave the website 
 

5. If I receive personalized advertisements I take measures to block them (for example 

by installing ad blocker software on my web browser) 
 
Advertising acceptance 
 

1. It is acceptable to allow companies to use my online behavior to send me personalized 

advertisements 
 

2. It is acceptable to send me personalized advertisements since relevant and personally 

interesting advertisements is worth having my online behavior tracked 
 

3. It is acceptable to send me personalized advertisements and track my online behavior 

as an exchange for gaining access to a website free of charge 
 
 
Open question 
 
 
Do you have anything else to add regarding your perspective on online behavioral advertising? 
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